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Abstract 
The main objectives of the research work consist in discovering the main consumption habits towards the Auchan 
hypermarket from Romania: the time spent for shopping, the average amount spent in the Auchan hypermarket, the 
frequency of buying, the other alternative hypermarket brands, the main reasons for choosing the Auchan hypermarket. The 
research method consists in verifying the hypotheses making use of statistical functions (descriptive statistics, T test, factor 
analysis). The gathered data was analyzed using the SPSS informatics program. 
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1. Introduction 
The consumers from the post-industrial economies evolved in a culture with omnipresent brands in the 
market with companies continuously fighting to gain more visibility and attract the consumers towards them. 
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 the failing of the advertising and the recession upon the 
consumers made some people believe that the golden age of the brand had arrived. (Levy et al., 1955) This 
oners and the 
 
The modern distribution had a real success nowadays perceived mainly by the fortune that the founders of 
the hypermarkets managed to gain: in Germany  the Albrecht family with Aldi; in Spain  the Koplowitz 
family with El Corte Ingles; in France the Mulliez family with Auchan, Decathlon etc; in Sweden  the Ingar 
family with Ikea; in U.S.A.  the Walton family with Wall-Mart. Jean Baudrillard (1970) perceived the 
imagination su produce.  
The main objectives of the research work consist in discovering the main consumption habits regarding the 
Auchan hypermarket: the time spent for shopping, the average amount spent in the Auchan, hypermarket the 
frequency of buying, the other alternative hypermarket brands, the main reasons for choosing the Auchan 
hypermarket from Romania. 
  
2. Research methodology 
The marketing research regarding the consumption behaviour of the clients of the Auchan hypermarket took 
place between the time interval from the 1st of May  the 31st of May 2012. The data collecting method was the 
questionnaire. The sample method is the simple probabilistic method where we have a level of trust of 90% 
(t=1.65), the maximum error margin is 9% and an estimated proportion of 0.5 (50%). As we can see from the 
formula 1, the sample is composed of 85 subjects. 
 
personspptn 85
09.0
5.015.0*65.11*
2
2
2
2
                                                                  (1) 
  
The current research is based on the following hypotheses: 
 
 1. The consumers buy from the same hypermarket, the same product and the same brand;  
 2. The consumers usually go shopping to Auchan hypermarket once a week;  
 3. The consumers spend in Auchan hypermarket arround 60 minutes for doing their shopping;  
 4. The consumers spend 20 euro on average in Auchan hypermarket;  
 5. sting 
promotions, the hypermarket localization, the hypermarket brand;  
6. Among other supermarkets/ hypermarkets, the Auchan clients go shopping to: Kaufland, Real, Metro, 
Lydl, Carrefour and Billa. 
 
The research method consists in verifying the hypotheses making use of statistical functions (descriptive 
statistics, T test, factor analysis). The gathered data was analyzed using the SPSS informatics program.  
The hypothesis no 1. The consumers buy from the same hypermarket, the same product and the same brand. 
The description of a variable consists in revealing the number of responses associated to the analyzed variable. 
According the descriptive statistics function, a percentage of 45.9 of the respondents go to the same 
hypermarket to buy the same product and the same brand. (Table 1) 
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habits 
When you go shopping: 
  Frequency Percent Valid Percent Cumulative Percent 
Valid you buy from the same hypermarket, the same product, but other brand 14 16.5 16.5 16.5 
you buy from the same hypermarket, other product, but the same brand 21 24.7 24.7 41.2 
you buy from another hypermarket, other product, but the same brand 11 12.9 12.9 54.1 
you go to the same hypermarket for the same product, the same brand  39 45.9 45.9 100.0 
Total 85 100.0 100.0  
 
The hypothesis no 1 is completely validated. The consumers go the same hypermarket for the same product 
and the same brand. We can say that they are loyal not only to the products, but also, to the brands they 
purchase. 
The hypothesis no 2. The consumers usually go shopping to Auchan hypermarket once a week. As we can 
see from the table 2, most of the clients go to Auchan hypermarket once (56.5%) or twice a week (25.9%). We 
there is no answer (0%).  
Table 2. Shopping frequency  
How often do you go to the Auchan hypermarket? 
  Frequency Percent Valid Percent Cumulative Percent 
Valid Once a week 48 56.5 56.5 56.5 
Twice a week 22 25.9 25.9 82.4 
Three times a week  10 11.8 11.8 94.1 
Four times a week  4 4.7 4.7 98.8 
Six times a week  1 1.2 1.2 100.0 
Every day 0 0 0 0 
Total 
85 100.0 100.0 
 
100.0 
 
The hypothesis no 2 is completely validated. Most of the Auchan hypermarket clients go shopping once a 
week.  
The hypothesis no 3. The consumers spend in Auchan hypermarket arround 60 minutes for doing their 
shopping. From the table 3, we can see that the average time spent by the consumers in Auchan hypermarket is 
arround 67 minutes. 
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Table 3. Average time spent in Auchan hypermarket 
One-Sample Test 
 Test Value = 0                                        
 
t df 
Sig. (2-
tailed) 
Mean 
Difference 
95% Confidence Interval of the 
Difference 
 Lower Upper 
How much time do you spend in Auchan hypermarket for 
doing your shopping?  18.380 84 .000 67.941 60.59 75.29 
 
For the interpretation of the data, we are making use of the T test which gives us an interval of trust for a 
degree of trust of 95%. The interval of trust is situated between the following values: 60 minutes and 75 
minutes, which represent the average time gap spent for shopping.  The hypothesis no 3 is partially validated. 
The average time spend for shopping in Auchan hypermarkets from Romania is 67 minutes. 
The hypothesis no 4. The consumers spend 20 euro on average in Auchan hypermarket. For the analysis of 
the validity of this hypothesis we are making use of the T test. From the table 4., we can see that a client spends 
arround 26 euro on average in Auchan hypermarket. If we take into consideration a degree of confidence of 
95%, the interval of confidence is situated between 21 euro and 31 euro.  
Table 4.Average amount of money spent in Auchan hypermarket  
One-Sample Test 
 Test Value = 0                                        
 
t df 
Sig. (2-
tailed) 
Mean 
Difference 
95% Confidence Interval of the 
Difference 
 Lower Upper 
What is the average amount spent in the Auchan 
hypermarket?  11.285 84 .000 26.44 21.77 31.10 
 
The hypothesis no 4 is partially validated. A consumer spends arround 26 euro on average in Auchan 
hypermarkets from Romania. 
The 
prices, the existing promotions, the hypermarket localization, the hypermarket brand. For analyzing the data of 
this hypothesis we are making use of the factor analysis. The factor analysis serves to the identification of the 
structure dimensions and the determination of the measure in which each variable can explain each dimension. 
The two objectives of the factor analysis are: data resuming (the factor analysis reveals dimensions that, once 
read, they describe the data in a synthetically manner) and data reduction (we can calculate the goals for each 
dimension and substitute them to the initial variables). The analyzed elements are:  
I have chosen the Auchan hypermarket for the existing products diversity; I have chosen the Auchan 
hypermarket for the low prices; I have chosen the Auchan hypermarket for the existing promotions; I have 
chosen the Auchan hypermarket for the location; I have chosen the Auchan hypermarket for the hypermarket 
brand.  The KMO measurement (Kaiser-Meyer-Olkin) indicates the proportion in which the retained variables 
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form a coherent assembly and measure the concept. The KMO values can be betweem 0.3 and 0.7 and 
represent acceptable factor solution. In the current situation, the KMO value is 0.606. (Table 5) 
 
KMO and Bartlett's Test 
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .606 
Bartlett's Test of Sphericity Approx. Chi-Square 24.687 
df 3.000 
Sig. .000 
 
The unidimentional solution allows us to explain the variation in a percentage of 54.765 %. (Table 6.) 
Table 6.Total Variance Explained 
Total Variance Explained 
Component 
Initial Eigenvalues Extraction Sums of Squared Loadings 
Total % of Variance Cumulative % Total % of Variance Cumulative % 
1 1.643 54.765 54.765 1.643 54.765 54.765 
2 .777 25.899 80.664    
3 .580 19.336 100.000    
Extraction Method: Principal Component Analysis.    
 
The table 7. reveales the variation explained by the retained elements. It has to exceed the value of 0.5 to be 
are: I have chosen the Auchan hypermarket for the low prices; I have chosen the Auchan hypermarket for the 
existing promotions; I have chosen the Auchan hypermarket for the hypermarket brand. 
Table 7. Component matrix 
Component Matrixa 
 Component 
 1 
I have chosen the Auchan hypermarket for the low prices .682 
I have chosen the Auchan hypermarket for the existing promotions .804 
I have chosen the Auchan hypermarket for the hypermarket brand .729 
Extraction Method: Principal Component Analysis. 
a. 1 components extracted. 
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The hypothesis no 5 is partially validated. The consumers choose the Auchan hypermarkets from Romania 
for: the low prices, the existing promotions, and the hypermarket brand. 
The hypothesis no 6. Among other supermarkets/ hypermarkets, the Auchan clients go shopping to: 
Kaufland, Real, Metro, Lydl, Carrefour and Billa. From the figure 1, we can see that most of the Auchan 
hypermarket clients are also choosing Kaufland (52.9%), Real (36.5%), Metro (4.7%), Lydl (3.5%) and 
Carrefour (2.4). Even if Billa was also a choice for answer, no one chose it.   
 
 
 
 
Fig. 1. Other hypermarkets chosen for shopping 
  
The hypothesis no 6 is partially verified. Among other supermarkets/ hypermarkets the Auchan clients also 
go shopping to: Kaufland, Real, Metro, Lydl and Carrefour. 
 
3. Conclusions 
The consumers go to the same hypermarket for buying the same product and the same brand. We can say 
that they are loyal not only to the products, but also, to the brands the purchase.  
Most of the Auchan hypermarket clients go shopping once a week, staying 67 minutes on average in the 
hypermarket and spending arround 26 euro per visit. The consumers chose the Auchan hypermarket from 
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Romania for: the low prices, the existing promotions, and the hypermarket brand. Among the other 
supermarkets/ hypermarkets, the Auchan clients go shopping to: Kaufland, Real, Metro, Lydl and Carrefour. 
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